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(1) PROCEEDINGS 

Pi 

pi Whereupon - 

Hi LYNN BEASLEY, 

is] a witness, called for examination, having been 

Pi previously duly sworn, was examined and testified 

m follows: 

W 
M 
( 10 ) 

(hi 
[121 
11131 

[14] 

[15] 

[16] 

[17] 

[16] 


as 


EXAMINATION 
BY MR. SHONKA: 

Q: Good morning, Ms. Beasley. 

A: Good morning. 

Q: How are you feeling today? 

A: Fine, thank you. 

Q: Ready to go? 

A: Yes. 

Q: You understand you're still under oath? 

A: Yes. 

Q: Okay. 

(is] Yesterday I believe you mentioned once or 
(zo) twice that your interest in 18 to - that Reynolds 
pi] has been interested in younger adult smokers 21 - 
(221 18 to 24 and 18 to 20$ because, at least for one 

[23] reason, they are - that's an age when a lot of 

[24] switching, in fact, occurs. Is that a correct 
ps] statement? 
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(i] uss^J^rand younger adult mstw 
(2j thgsf ^is no "we" there. It 

PI JUlrfHONKA: All right. p-- 

W f j BY MSy-BH 

[5] cPghat does Reynolds call a 
[6i ch^tfflp particular brand Jfilll 
Pi thl^CTson’s usual brand f||§gp§i 
m WlPifain, they're - they’i&ajbi 
[9] smll&IrThey have a usual 


KOkay? So - 


ttj that. She gave you three categories. You - 
[2i MR. SHONKA: John, please let her answer. 


3NKA: 

ijrson who has 
irecte for - as 
gpst time? 
ual brand 



Jult smoker that has a usual brand. 

|d the first usual brand refers to the 
md that a person chooses as his or her own 


(isi ArNtodon't use thac.The only occasion I 
(i 6 j have had to use first usual brand is in the context 
[i 7 ] of first usual brand younger adult smoker. We talk 
[it] about usual brand smokers. 

[is] Q: Okay. 

[2ei A: Those are people who - adult smokers who 
pij have a usual brand. 

(22) Q: When a person has chosen a Reynolds 

(23) cigarette - a Reynolds brand as that person's first 
(2*1 usual brand, what do you call that smoker? 

psi A: We don't.We call - we have adult smokers, 


Pi MR. WILLIAMS: I let her answer the first 
(a-1 time.Asked and answered. 

[5] BY MR. SHONKA: 

( 6 ) Q: Would you please answer, 

pi A: I’ve answered it. 

(as Q: Could you repeat it again, please. I don't 
Pi think I understood it. 

[ioi A: Okay. 

[i ,i MR. WILLIAMS: Evidently. 

[i2 t THE WITNESS: We have adult smokers who are 

[ioi franchise smokers of our brands; that is, they 

[u| choose one of our brands and they are - that’s 

[isi their usual brand. We have competitive adult 

[i 6 ] smokers; that is, they are loyal to a competitive 

tin brand. And then there are a group of adult smokers 

[is] who arc not loyal to a brand, and they arc non-brand 

[is] loyal adult smokers. 

pc, BY MR. SHONKA: 

pil Q: All right, What is an occasional smoker? 

[22] A: I'm not sure what you mean. We - we have a 
[23! term called occasional user. And that means that 
[2*] you are loyal to a competitive brand - It's an 
psi adult smoker who's loyal to a competitive brand but 
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(H occasionally uses one of our brands of cigarettes. 

[ 2 j So there's an occasional user or occasional 
pj switcher. 

Q: Does Reynolds target to occasional users? 

A: They're not occasional users.They’re 
[£l occasional users of our brand and they’re loyal to a 
Pi competitive brand. 

Pi yes, that’s an important opportunity 

PI for Us because we hope, by switching them on an 
[ici occ^^^rbasis, over time we can switch them on a 
pi] pcr|Kanent basis. 

[i 2 l QliiMtiicasianal users thought of as belonging 
[i3] to aby particular age group? 

[i«] AJUkaiPthey are occasiona^ysers.They are 
[is; iovJl-t&^iSQmDetitive brand apd.Jli^fe an 

[16] occasional user of our brand. AMf that group is 

[17] 18-jplPii^sn, there - obviou^.i|.).eJ| are 


1*1 

[51 


[is] competitivijpmokers at every 
[is; smolra^B'jng a competitive bi 
pci but |l§§f^|ially using our bra 
pi; Q: Do occasional users have 
( 22 ! the CatitS.l brand? 

[23] A: AgtS^-^dult competitive 
P*l choos^^say,Ma^^i>,for 
ps] brar tdJiigg^ their usjtobrand a 
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s, because they’re ■ 
the Camel brand./ 
a significant amou| 
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AMS: Stop writing ^notes, 
ugh questions of 1 
BY MR.! 
nr understanding, < 
do not - that occa^ 

Reynolds uses? 

as saying that - I'm not sure how 
sing it, but how we use it is we say an 
tchcroran occasional user. And 
at that means is it’s an adult smoker who 
ipetitive brand but occasionally 

[is] uses one of our brands, 

[it] Q: But what - the question was about 
[is] occasional smokers. 

[isi A: Well, again, I don't know how you're using 
[ 2 oj it, but how I commonly use it is it's an occasional 
pij user - so it's an occasional adult smoker. An 
P 2 ) occasional user is someone who is loyal to a 
pal competitive brand, has a competitive usual brand, 

P4| and switches to our brand occasionally. 

PS) Q: You mentioned yesterday that 18 to 20 year 
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old younger adult smokers - strike that. 

You said yesterday that first usual brand 
younger adult smokers is a concept. Do you recall 
using that term? 

A: What I said was that it’s a conceptual 
difference. And then, in practice, what we do is we 
market by age group of adult smokers. 

Q: A conceptual difference between what? With 
what? 

A: It’s a conceptual definitional difference 
between a younger adult smoker who already has a 
usual - has had more than one usual brand and a 
younger adult smoker who has their first usual 
brand. 

Q: What do you mean by "conceptual"? 

A: I mean that you talk about it as being a 
difference at a conceptual level only. It's an 
intellectual difference. But in practice, what we 
do is we market our brands by age group to adult 
smokers. 

Q: Okay.Your savings brands, savings brands 
smokers, is that a conceptual group? 

A: That is - well, that’s a very general term. 

I don't know if you're talking about the industry 
segment that we call savings segment. I’m not sure 
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what you're referring to. 

Q: You have savings brands - Reynolds has 
savings brands; is that correct? 

A: That's correct. 

Q: And what are the savings brands that you 
market? 

A: We have Doral.We have Magna. We have 
Sterling. We have Century,We have Monarch, We 
have Private Label brands. 

Q: And are the savings brands targeted at a 
particular age group? 

A: Yes. 

Q: And what is that age group? 

A: It would depend on - it would - for each 
brand, they have their own - each brand has its own 
target. 

Q: AH right. Doral, what is the target for 
that? 

A: I'd have to go back and double check to be 
sure. I think the -1 think it's 21 to 49 
competitive adult smokers and Doral smokers 21’plus. 

Q: Are there savings brands that are marketed 
to middle age smokers? 

A: What would be your definition - 

Q: As the principal target. 
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A: What would be your definition of middle age? 

MR. WILLIAMS: Obviously 49 is not the 
pj definition of middle age for Mr. Shonka anymore. 

W THE WITNESS: What would be your definition 
[sj of middle age? 

is) BY MR. SHONKA: 

m Q: I'd rather work in Reynolds terms. Do you 
M .Have a definition? 

[9| WMB||j!?ILLIAMS: Wait a minute. She gave you 
[ioi |&eage breakout. You said, What about middle age? 
mi Shfcsaid .What do you mean by middle age? And you 
[i 2 i |gked htr what she meant by middle age after you had 
[ 13 ] 

BYTI 

i you have a definit 



ESS: 

iddle age? 


Q: T&i age group beyon| 
aat do you mean, "i 
jow what you mea 
■your data. 

A: It can be broken by d: 
.standard ones - 
il 21 to 24.25 to 






to i24 is 25 to 39? 
up beyond"? I 


ge groups. I 
; the ones 
5-plus, or 35 to 


at are marketed 
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|sj$&nember 
itelv 


ary target for the 
irgeted to 35 - 
|35-plus? 


again, Dora! -1 cat; 
is age target, but I -p 
smokers 35-plus, vie 
's talk about the pij 
e there brands thajj 
rands, that are tarfj 
, I think Doral's targ|t -3 would 
;o back and checkpllPP§iink Doral’s 
t 21 to 49 competitive smokers and Dora! 
2I-plu$. So obviously that includes Doral 
ersjof all ages, and it includes competitive 
21 to 49. So, yes. that includes 35-plus, 
rimary target. 


Q: Does primary target have a meaning to you? 
MR. WILLIAMS: She just told you what the 


[is] primary target was. 


(>»] 


THE WITNESS: Yes. As best as I can recaU, 

[ 2 oj Doral’s primary target is 21 to 49 competitive adult 
pi| smokers and Doral smokers 21-plus, 
pal BY MR. SHONKA: 

t»l Q: You asked - again, what I’m trying to get a 
P4) feel for here is conceptual - is what you mean when 
ps) you refer to FUBYAS as a conceptual idea. Can you 
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in tell me any other - anything analogous to that at 
pi Reynolds, in terms of being a marketing concept? 
[3j A: 1 don't know what you mean. 

[4j MR. WILLIAMS: Vague. 

[si THE WITNESS: I’m sorry. I don’t know what 
[6] you mean. 

pi BY MR. SHONKA: 

pi Q: Well, the answer I think is vague.You say 

pi that - 

[ioi MR. WILLIAMS: The question was - I was 
(ill objecting to the question, not the answer, just so 
[i 2 ) you're clear there. 

(i31 MR. SHONKA: I'm having trouble with the 
[ 1*1 answer. 

[is] BY MR. SHONKA: 

(161 Q; You say that FUBYAS are a conceptual term? 
[i7] MR. WILLIAMS: She's been saying conceptual 
Mai difference, 

(i9! MR. SHONKA; There's a conceptual 
[ 2 oj difference. 

( 2 il THE WITNESS: There's a conceptual 
| 22 i difference. 

[23! BY MR. SHONKA: 

(24! Q: And it's a difference between what? 
psi A: As I- as I’ve said, the difference is that 
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(ij we're drawing a distinction between - among younger 
[21 adult smokers.There are some younger adult smokers 
(31 who have already become loyal to a brand, have 
[41 already chosen a brand that they're loyal to, and 
Pi there are some younger adulc smokers who have not 

[6] yet chosen a brand they are loyal to.That is the 

[7] conceptual difference. 

is! Q: Can you give me another example of a concept 
PI or conceptual difference, besides FUBYAS? 
no] MR. WILLIAMS: Object.That is hopelessly 
(in vague. 

Ii 2 i THE WITNESS: I mean, of course there would 
[i3| be differences between concept A and concept B. I 
[i4] mean, I don't know. I can’t - that's very general, 

[ 15 ! If you ask me something specific, I can -1 can 
fiB! answer it for you. , cn 

„7i BY MR. SHONKA: £ 

[is] Q: In Reynolds' marketing practices,are there ® 

li9] areas where terms are used that have a conceptual 
po] significance on the one hand but a practical 
ran difference on the other in terms of marketing? 

(221 A: Practically, how it’s applied? I don't - 
(231 you know, I just - that's real general.There 

[24| probably are others. I just can't think of -1 
ps] guess you’re looking for a parallel, and I can't_ 
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tt] think of one right now. 

Pl Q: Is there another concept that Reynolds uses 
pj when describing smoker behavior - smoking behavior? 
[*! MR. WILLIAMS: What? 

is] BY MR. SHONKA: 

it) Q: Are there other concepts that Reynolds 
Pi discusses in describing smoking behavior? 

MR. WILLIAMS: That is again vague. 

Ihe witness : There are lots of concepts we 
ribe smoking behavior. 

BY MR. SHONKA: 

Iked yesterday about the Camel - about 
.development or stages of the Camel campaign, the 
campaign. In addition to the - the 
ad a lot of compo^hg^djid it not? 
ampaign didn't hapi^faln’t know 
jean by "components." You’re going to have 
1 tat vou mean. » ' w ' * 



[)9] 

[zoi pr: 




for example, then 

es’lhere were print a 
using components in 
nents - is that a 
t ads? 

swe hav| dve 




there were 


at $ense, what 
ould you 

ipaign - 
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[11 


Pi ads ir 
W 0: 5 
pi that 




3 Joe Camel campaii 
zincs, we run themj, 
hi. I have seen te 
out of home? 
hat is billboards, oyt of h 
it include transit? 

else? 


c run those 
oards ... 

H," does 


a marketing concept, there are times 
olds will place many billboards in very 
mity to each other; is that correct? 
now what you mean. I mean - 
ynolds - Reynolds purchases 
[i7] billboard space, right? 

[i*j A: We contract with a supplier who contracts 
P9) for the billboards for us. 

120 ] Q: And on occasion it - let's focus on the Joe 

pi] Camel campaign. And on occasion the billboards - 

P 2 | many billboards might be in a very - very close 

P3] proximity to each other. Is that - 

p*j A: Well, it's certainly possible that some 

ps] billboards would be close to each other.] mean, we 
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[i] go to a supplier and we ask them to buy coverage for 
pi us in a market, or could be nationally,and they 
1 pj contract to buy the billboards for us.They do the 
I [4j best job they can in selecting billboard locations. 

[5] But could some of them be dose to each other? I 
[s] mean, certainly that’s possible. Depends upon how 
; [7] many you buy in the market. If you buy a lot of 
I*] them in the market, you're going to have more of 
[9] them close together. 

jioi Q: Is there a marketing reason for putting - 
[it] for concentrating several billboards in a particular 
li 2 ] market? 

ns] A: Well, again, you’re trying to achieve 

[i4] communication of your message.You're trying to 

(is] reach your target smoker. And, so, the more ads you 

(is] have, the more ability you have to reach them, I 

[i7] mean - so, of course. You want to reach your 

(iei target consumer, adult smoker. 

lie] MR. SHONKA: I’m going to ask the court 

po] reporter to mark as the next exhibit - which I 

pi] believe is Beasley 32. 

122 ] (Beasley Deposition Exhibit No. 32 was 

[ 23 ] marked for identification.) 

[24] MR. SHONKA: Beasley Exhibit 32 is a 

[25] document bearing a caption 'YAS OOH Plan." And it’s 
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[i] been previously marked in the underlying proceeding 

K as CX-298. 

pi (Witness reviews document.) 

[4] BY MR. SHONKA: 

Pi Q: Have you had a chance to review Beasley 
pi Exhibit 32? 

[7] A: Yes, I have. 

(el Q: Have you seen it before? 
is; A: I don't remember seeing it. 

(loj Q: I ask you to take a look at the page that 
[ii| has a mark on the side, 91M03369. Do you see that? 

[i 2 j A: Yes. 

[13] Q: If you - can you tel! by looking at that 

[14] page whether the subject matter concerns billboards? 

[is] A: This looks like a proposal for an out of 

[16] home plan, someone’s idea on what they think an out 

[17] of home plan ought to be. And so I would say out of 
[is] home would include billboards. 

[i9] Q: All right. And what I'd like you to look at 
po] is near the bottom of the page. It says: (Reading) 
pH Multiple units in same - 
p 2 ) in same area/same line of 
p3j sight not a problem. 

(24) A: Yes, I see that. I sec that. 

[251 Q: Do you have an understanding as to whether 
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there’s any marketing advantage programmed in having 
multiple billboards in the same area/same line of 
sight? 

A: You know, I don't think that’s what they're 
referring to. I think what they’re talking about - 
I don't know, because I didn’t put this together. 

But I think what they're talking about is that, 

IBrmalW, when you - they go and contract for 

is, they say, you know. Make sure you cover 
iole market well. And, you know, Don't buy ail 
boards in the same place; make sure that you 
le whole market, 
acre they're saying You can - you 
ju don’t have to - iitthisjarpposal, 
paying you woiddn'jjfjlve rc> adhere to that 



W" 

Above that it says! IE 

is* 

meters. 

it. So there you go 
It your understand’ 5 
you do not place multiple 
linfMsSMJht? 

^ionally what yo 
5d mark^ffi^'eragi 
my bilUjoSKB. So yj 
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company to go ari^SS^^J of them together 
efi you don’t cover the market. 

. But why are ther^^^e there 
iparently there ar^situations where you’re 
fo have a lot of them in onj| place. 

. I don’t know; I diflPW^ue this. 

Spect they were w *|i§$fe|§yp ccausc ' just 
this, in their projSoslI w&at they're 
Nhat this would bepiltliicnul to the 
norjaSHsput of home showing. 

5 ^§jg&’ey , d already have the market covered. 

Sojhcy^e saying that they could relax that 

C?f^jjjy would they do that? And, again, I’m not 
askl^^^l why did the author of the document do - 
say this. I’m asking you why Reynolds might 
consider- 

A: I don't know as Reynolds did consider this 
proposal; I don’t know who saw it. But what I would 
say is that, if you already have the market 
covered - traditionally, your criteria would be: 

Get good market coverage. 

If you've already got good market coverage 
and you’re adding incrementally to that market 
coverage, then you would be willing to relax that 
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Ml guideline. 

[ 2 ] Q: And why are you - why would you be willing 
Pi to relax that guideline? 

(j| A: Because you already have the market 
PI coverage. 

[6] Q: From a strictly business point of view, docs 
tn that make sense? 

P! A: Yes. 

Pi Q: If the market is covered fully already, then 
(io) can't Reynolds save money by not putting up 
in; additional billboards? 

[US A: No. Again, you know, the - it’s a question 

[io] of balancing how much money you have and how many 

rial you can buy. Obviously, just like with magazine 

(isi ads, you'd like to buy more, but you only have so 

[i6! much money. So it’s always a balance on how much 

[in the brand has to spend and how many you can buy. 

lis] Q: Well, again, from a business point of view, 

ji9j wouldn’t it make more sense simply to take the money 

[ 20 ] out of a market that's already covered and put it in 

[ 2 1] one that is less fully covered? 

[221 A: Well, just going through this, it sounds 
pa] like ail the markets arc already covered in this 
[24] proposal. It looks like what they’re proposing is 
125] national coverage, from what I read. But I don’t 
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(i| know. 

pi Q: Well, certainly Reynolds didn't have 
pi billboards in the same line of sight throughout the 
14] entire country, 

is] A; I don’t know what you mean. Back in this 

[6] time, did we have line of - billboards in the same 

[7] line of sight? 

[si Q; In - did Reynolds ever - certainly 
(«! Reynolds never put up billboards in every location 
[to] where it had billboards where they were all in the 
tn] same line of sight. 

[1 2 ] A: Of course not. Again, I told you, in in 

[1 3 ] general, the parameter that’s used is you want good ^ 

[14] market coverage.That would be kind of like the 
M5| standard. 

[i«l Q: Is there an advantage to saturation 
[i7j marketing in some instances? 
lie] A: I don’t know what you mean by "saturation 
(i#l marketing." But there is an advantage to being able 
pc] to increase your reach and your frequency, how often 
( 2 ij you communicate with your adult target smoker and 
pz] how frequently you communicate with them. That, of 
(231 course, is an advantage. But you only have so much 
[24] money. 

[ 26 ] Q: And, so, more contact with consumers is _ 
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it) better than less? 

pi A: If you can get vour message out more often 
Pi to an adult smoker than less, that's certainly 
W better. 

(si Q: There are advantages in repetition? 

[6| A: There are advantages in repeated exposure to 
17] the message as well. 

I «1 tff Ok^. Do those advantages - are there 
PI ad vantage s in repeated exposures to a message that 
l<o] rutrilil^s media? 

C: I’m not sure what you’re asking. 

fLIAMS: What do you mean, "across 



BY MR.^ON 
s different adverti, 
"advenising mei 
you’re talking a_ 

Is that what you'r 
let's talk magazine^ 
ns of media. Wha 
pi) understand to include adve 
MRHMLLIAMS: For cigarc 
For cigarettes 
TH^^NESS: ^^gare 
e use 


ia.Do you 


{19] 

(2oj abi 
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ean, I guess 
, which is 


media. 


billboards, newsp; 
ds I would say out of B 
illboards and tran 
BY 

'‘^Sftotional items? 

at’s not pan of a 
of sale? 

of sale displays? 


isplays are not advertising media? 
at’s - no.That’s not advertising media, 
nsumcr goes into a convenience store 
oe Camel sign over the register, that 
dia? 

A: That is not advertising media. You were 
H7) asking me my definition of advertising media.That 
ns] is merchandising and point of sale. 

(i9i Q: All right. What’s the term to describe the 

| 20 ) difference between out of home and merchandising - 

( 2 ij I mean, point of sale? 

[ 22 ! A: That is it; it’s out of home. It’s print. 

(231 Print can be magazines or newspapers. 

12*1 Then you have merchandising and you have 


ps] point of sale. 


[i] 

Pi 

PI 

W 

Pi 

<6! 

m 

P) 

PI 

[ 10 | 

1"! 

( 12 | 

[13| 

(H] 

(IS) 

(161 

1'h 

(181 

[19] 

[ 20 | 

Iril 

(22( 

(231 

(24) 

P5] 


It) 

PI 

0] 

P! 

IS] 

| 6 | 

PI 

181 

f9| 

( 10 ) 

("1 

( 12 ! 

(13) 

(14) 
( 16 ) 
1161 
nn 

H»«) 

(t»i 

pO) 

P'l 

(22) 

l») 

(24) 

(25) 
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Q: Is it fair or proper to think of these as 
different formats or different -1 tried 
"advertising media." You say that’s not a proper 
term. 

A: It’s not. 

Q: Okay. Is it fair to think of these as 
different formats? 

A: No. 

Q: I’m trying to find some term that would 
encompass the range of possibilities. 

A: Well, it’s all the marketing of the brand. 

If you want to talk about everything the brand 
spends money on and everything the brand does, 
that’s the total marketing program. 

Q: Okay.And are there advantages to Reynolds 
in having its advertisements seen across all the 
different marketing - potential marketing programs? 

A: Certainly I would say some advantages. 

There are also some disadvamages.You have to be 
very careful.You can’t set a general rule like 
that. 

Q; How do you mean? 

A: Well, 1 was getting ready to tell you. 

Because of the space limitadons and how an adult 
smoker might view it, you have to be very careful. 
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You can’t literally deliver the same message. 

You know, on a coupon, you can't clutter it 
up with a bunch of communication. You have to 
communicate it’s a price off. 

And, you know, on a merchandising rack in a 
store, you might have a piece that's that big 
(indicating). Well, you can't clutter it up with a 
bunch of junk or they won't notice anything. So, I 
mean, you have to adapt what you do to the vehicle 
you are working with. 

Q: Okay. Now, in addition to - we've talked a 
little bit about outdoor and transit. Point of 
sale, what docs that encompass? 

A: That would be signs, inside and outside of 


the store. y, 

Q: All right. Does it include things like - to 

does point of sale encompass all retail displays? oo 

A: No.That would be merchandising. ^ 

You know, there's the actual racks that the 


cigarettes arc put on, whether its packs or cartons. 
That’s merchandising.Then the sign - there might 
be a sign on that display.That’s point of sale. 

Q: Okay. So - but anything that goes on - 
well, is there a broader term that encompasses both 
merchandising and point of sale? 
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[i] not? 

PI A: I don’t remember if it was buy two or not, 

P) but we - buy some/get a T-shirt free we have run. 

P!. Q: And you've done that in connection with the 
isj Joe Camel campaign? 

I6j A: Yes, we did, I don’t remember the exact 
m purchase requirement, whether it was two packs or 
18 ] thi^se paejes or four packs. I don't remember. 

(9) Q: Has Reynolds given the retailers any extra 
[ic; incfflliisiror payment, over and above the set 
[ii] contract -^the contract we’ve talked about, in 
fiaj on$^lli||rticipate in the promotions? 

[is] A^'Therg’s - sometimes there’s a promotion 
|u| dis^^gpyment, For promotions in general? 


There’s an overall contract. But you go 
PHHPHNand you’ll say: 1 wSnLvpilto keep 


[i?l inif’^StiS^nd you’ll say: I wp 
tie] this mo mol ion display up for|ss 
pel you S1.50 if you ^e 

poj uppSiiiil|>nth. Something likp 
PH It’s, again, a merchandising 
ps] it's foMhis one-time promoti 
pa; Q: SS^T.$.B, 1 assume, is a h 


gsg||i.And you'll 
th& display 


effcal number, 


!H exffctgn 
P! Q: m 
P! T-shir^f| 
W space^' 
;s] A: % 

M Q: M 

p; ad diuafii 

W ^ 
[io] retailed 
[i i] store (ha 
[isj items?*§. 

[is] A: 

[it] paympg 
[is; could4s 


y. Now, the - the fact 
iji other promotional^ 


s just the produa. 
|ut the - the promc 
|pacc besides the p 
ption to. 

Iocs the - does Re\ 


Ira take up store 

IMWlSfi 


take up 


ferpay the 



-a money because of the space in the 
; being occupied by the promotional 


l'3] A: told you that:You get a display 

[ 14 ] payme^^tou know, there’s a display payment.You 
[isj could4gggj||^iat’s what it’s for. But they - they 
[isj take the promotion.They get it - and that’s not 
[17; always true. Sometimes you don't have a display 
[i«] payment, but sometimes you do. 

(isj Q: Okay. What about - there are coupons and 
poj other offers given at the retail level to consumers; 
PH is that correct? 

IK] A: Yes. 

[23] Q: Are any special payments made to retailers 
p4] to participate in the coupon programs? 
ps) A: Well, again, if, you know, we put in an 
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[i] extra display, there’s often a display payment to go 
pj along with that. 

PI Q: Sure. But over and above the display 
m payment, the redemption of coupons and things like 
is) that require some extra work on the part of the 
pi retailer.That’s correct, right? 

[7] A: It might. 1 mean, our sales force would do 

[8] most of the work. I mean, they'll set it up for 

[9] them and put it up, often. 

[io] Q: At a minimum, though, the merchandiser has 
[it] to collect - the retail person has to collect the 
M 2 ] coupons? 

[is] A: If it’s a coupon promotion, they collect the 
[i4] coupons and send them in to the coupon redemption 
[isj center. 

(i6i Q: So the retailer collects the coupons and 
[i7] sends them to a redemption center? 

[isj A: Yes. 

(i9) Q: Is the retailer paid anything for that extra 
poj work? 

PH MR. WILLIAMS: David - go ahead, 
pa] THE WITNESS: There’s a standard for aU 

[23] industries. If you’re using coupons, there’s a 

[24] standard allowance that any retailer gets who 
psj processes a coupon.That’s paid. 
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[H BY MR. SHONKA: 

Pi Q: Does Reynolds ever have contests with 
pj retailers? 

[4] A: Contests - 

p] Q: For returning coupons? 

[6] A: For returning coupons? 

pj Q: Yes. 

pj A: I can’t think of any. 

[9] Q: Or for participating in any of the retail 
[io] programs, 

(hi A: They might. You know, that would be more 

[1 2 ] usually - that would be like sales force programs, 

[13] Like if they want their retailers to participate and 
Ii4j they got a bunch of retailers together to try and 
[isj compete, they might do that, yeah. 

lie) Q: Okay. And what - when you say "they might 
[i7] do that," what sorts of things might they do? 
tie) MR. WILLIAMS: David, it's a sales issue. 

[is] You're talking to a marketing person. She's - 
po) BY MR. SHONKA: 

( 2 i( Q: Do you know? 

P 2 | A: Again, I'm generally aware that they 
p3] sometimes do contests with retailers. But I can’t 
(24) tell you any specifics. 

ps) Q: Okay. What sorts of prizes are involved in 
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Mi the contests? 

PI A: I can't really tell you specifics, because, 
pj really, this is -1 just - 


l«] 

(51 

(6| 

PI 

(81 

PI 


Q 
A 
Q 
A 

MR. 1 
THE 
{ioj sure, I 
til] conte 
[ 12 ] what 

[IS] 

li*l Q: 
(is) who 
(fsi A: I 
[iT] Someo 



that, 


Are you aware - 

- can't recall. 

- of things such as free trips? 
n't %tow.They could have. 

S: David. 

SS: I just don’t recall. I mean, 
them talk about that they've had 
don’t really recall what they - 
e. 

BY MR. SH| 
to talk to someboc 
Lhave to talk to at Re 
w. I’d have to thi| 
ies. 

{is] Q: S idler came out of salg 

[i*i take it[ 

[jo] MR. WILLIAMS: No. 

pi] THE WITNESS: No. 

pa] MR. WpHAl\|£: Good try. 

(23) THEVUjjgmjpS:No.j 

[24] know.gjfig^o you. 
psi the right person.Thfs’jp^o you| 







BY MR. SHOi 
sales, though, befi 


e became 



asn’t in sales - he was in les 





er for some amou 
me head of the c 
S: Thanks for the! 

: That really was 
that. 

S: It’s all very interesting. 
BY MR. SHONKA: 

'. Let’s back up. 

ns - who is in charge of sales 


e, but not 


['1 

pj Q: He^ 

PI presidenpinc 
[4] A: NoS 
[sj during h| 

(6) before h^ 

[7] MR.j 
pj MR.'Slj 
pj going to i 
[to] MR. 

[»] 

(i2) Q: I’i 
( is) Who - ’ 

[u] now? 

[is] A: Jim Maguire. 

[is] Q: Jim Maguire. 

(i7) In addition to merchandising or retail 
{is! programs and out of home, Reynolds also - docs 
( 1*1 Reynolds also do other promotions? 
po) A: Yes. 

pi] Q: And what form do promotions that arc not at 
pa] retail take? 

t23] A: Well, there are many. I mean - what arc 
p«] you asking for? 

psi MR. WILLIAMS: She went through a who ie list 
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(i| of marketing efforts yesterday. 

pi BY MR. SHONKA: 

pj Q: And the promotions that are not retail, can 

(4) you give me some examples? 

ts] A: There's what is called an FSI, that's a 

pi freestanding insert.That’s a coupon, delivered 

pi in - you know, when you get your Sunday paper and 

pi that thing falls out that’s full of coupons, that's 

PI what that is. 

[ioj Then there are also coupons delivered 
(in through magazines with the ads.Thcre are 
[i 2 ] promotions delivered through direct mail.There are 
[is] sweepstakes promotions.There are continuity 
[i4] promotions. 

[is] Q: What’s a continuity promotion? 

tie) A: That’s where you can collect some form of 

[i 7 ] proof with purchase and you can turn those proofs in 

[isi for something of value, like an item. 

[ 1*1 Q: Is Camel Cash an example of a continuity 
poj program? 


A: Yes. 

Q: Could you describe for the record what Camel 


f [21] 

i 

j 122] 

[23] Cash is. 


[ 24 ] 


A: It’s a program where you collect proofs that 
psi are attached to the pack, and then you can turn 
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[i] those proofs in for free items. 

[ 2 i Q: What form do the proofs take in Camel Cash? 
( 3 | A: It’s a little piece of paper that’s included 
( 4 | in the pack of cigarettes, that’s wrapped underneath 
[sj the cellophane. 

[SI 

[7] the little - 


Q: What - can you describe the appearance of 




MR. WILLIAMS: You can buy one in a store, 


[9] David. 


[ 10 ] 


THE WITNESS: You mean the picture on it. or 


(ill what are you asking? 

BY MR, SHONKA: 

Q: What does it look like? 

A: It’s just a little piece of paper and it has 
Camel graphics on it, and it explains, you know, the 
[is] rules and stuff. 

(in Q: Now. you say consumers can turn those In for 

[ 18 ] merchandise? 

[ 19 ] A: Yes. 

[ 20 ] Q: Did Camel Cash ever work by allowing 

[ 2 il consumers to turn the coupons - is that a correct 

[ 22 ] term? 

[ 23 ] A: You can use that.That’s fine, 

P 4 ] Q: Okay. Did Camel Cash ever work by allowing 
ps) consumers to turn the Camel Cash coupons In to 
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retailers for redemption? 

A: I think that there was one test program of 
chat. I mean, I can't say it's been anything 
general that has happened, but I have a vague 
recollection of a test of that. 

Q: Okay. If that did happen, it was not a big 
part of the Camei Cash program? 

A: \ 

Q: ^11 righ^ Has Camel Cash then worked only 
throu|fi!llj|t > order? Is mail order a proper term 
here? p" 

A: IlM^^ay that’s a proper term. 

Q: ms Camel Cash worked exclusively through 
mail o|&l!£||$part from the test th| 4 vou just 

A: r fh 2 tNht>w you get the itcmlPfnai^ the 


phvsitpP^ 
proofs in an#|8Ve send you somet^^^^k. 

Nc^^^^amel Cash catalogS'Obviou|!y 
appea htelsaai v different places, 

Q: £or a consumer to collect has 

the excli^ive way of getting the Charnel C|sh been 
through product? 

A: Thadfishcen the 


pu get the items: Ycf 


think th^ejJeen a fefey^motidMwe fan through 


PI direct re we sent you someJxiaus ones t 

pi to the already had. But tire^ptmajority 

Pi are attached ^ the pack. 

;■*: Q: Oka^Htsides Camel Cash, aiPtberefother 

tsi continui^pr^grams that ReynoldHras°fwi under 
[8j Joe Camcrcfmpaign? ij 

PI A: Yot fmfflh featuring the Joe I^^CT^ampaigr 
i*i Because Hamel Cash didn’t - I Cash 

Pi separa|P|P§l!§the campaign. One thi ng is a n 
[ini advertisif^^npaign. Camel CashPre*i*ptt|motion. 
(in And s^imthere other continuity promotions 
pal that Cameipfs run? Is that what you're asking? 

{is] Q: confused. 

[i«l You say marine Camel Cash was not part of 
[is] the Joe o|me%carnpaign? 

[i *3 A: No.PIPlilnel Cash programs ran while the 
tin Joe Camel campaign was running. But there's an 
[i»! advertising campaign.That's one thing. Set that 
[t#i aside.Then there are promotions for a brand, like 
po) Camel Cash is a promotion, 
pu Q: Now, Camel Cash did feature Joe Camel, did 
P 2 t it not? 

pul A: It often featured images from the 
B«l advertising. But it is not the advertising. It’s a 
psi promotion. 


fother 
| under the 

iampaign? 

1:1 Cash is 
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[i] Certainly it didn't feature that 
Pi exclusively, but it was integrated in sometimes, 
pj Q: All right. So, apart from Camel Cash, arc 
!*i there other continuity programs that Reynolds ran 
ts] during the Joe Camel advertising campaign? 
lei A: Okay. Are you asking - I’m only trying to 

Pi find out here - are you asking are there other 
(8] continuity programs that have run on Camel during 
pi the same period of time that the Joe Camel 
[ioi advertising campaign was running? 

MU Q: Yes. 

j M3 A: Okay. Yes, there were other ones.There 

Ms; was that Camel Regular 80th anniversary celebration, 
t«l which I think was a continuity program. It may 
[isj not - no, it wasn't either.Well, I can’t remember 
Ms] actuatly.lt could have been for money; it could 
Mn have been for proofs. I can’t remember. I just 
[i8| can't tell. I can’t remember. 

[i«l Q: Okay.Anything else besides the 80th - 
[ 20 ] MR. WILLIAMS; She said she couldn’t 
pi| remember. 

P3 BY MR. SHONKA: 

[231 Q: I misunderstood you. I thought you said 
pa] that the 80th was - that you didn’t remember if the 
ps; 80th was pan of the continuity programs. 

Page 526 

Mi A: Yeah, I don't remember if it required proofs 
P! or you could buy the items for cash. I don't 
PI remember that, 

Ml There may have been other continuity 
[si programs. I mean, Camel Cash is obviously the big 
t«i one. Did they have other little programs over time? 
pi I wasn't on Camel the whole period, so I can’t tell 
pi you. I mean, I don’t remember any others, 
pj Q: To your knowledge, did they ever run a 
[ioi continuity program - "they" being the Camel brand, 

[ii] run a continuity program that did not integrate some 
M3 of the Joe Camel advertising? 

{i3i A: I don't know. You’d have to go back and 
[in look at them all. 

MS] Q: Okay. What’s the purpose of the continuity 
MB) program? 

{in A: It’s, again, to reinforce franchise loyalty 

{•8] so that they do not switch away from our brand to a 

[is] competitive brand. So it helps protect your 

poi franchise from switching away to another brand.And 

pi] it’s also used to try and get competitive switchers 

P 3 to switch to, in this case, the Camel brand, adult 

paj smokers. 

pi] Q: Is it fair to think of it as an incentive 
psj for consumers to purchase the brand? 
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A: No. It’s as I described. It is an 
Pt incentive for franchise smokers to stay loyal to the 
PI brand and not switch away, and it is an incentive 
w for competitive smokers to switch to the Camel 
is; brand. 

( 6 ) Q: What are bounce-backs? 

[ 7 ) A: fjhat's<kind of a generic term. But let me 

is; give you kind of a general definition. It probably 
(s; doesn ^iipfy completely. 

Biff a boupcc-back is normally where you do a 
d then there's a second promotion 
So you buy this promotion - let's 
sake of argumen^vl'm going to 
ample, all right? 



, you know, fifty 
.And, then, sand 
’a coupon for your next 
unce-back because 


po] in addition to the first. 


tally a bounce-back : 
to thinkgsfiSe bot 



two 

erween the 
chase. That 
cond offer 



rametimes 1 think; ,'t. But 

nounced because 5 it them to know 


ounced? 

think 



unced - 

nnounced, what 


ncc-backs ever givi 
bably has been dOj 
yannounced, 
ey have been use 
backs have been 
of that? 

fain, I can’t recall any time it has. 

[i 2 | I think ^^^stiy you announce that - 

( 13 ; MR. WjfcyAMS: There’s no foundation to the 

|i4) questioi||g^|i<^: 

(is; THE WITNESS: I just can't recall a specific 
lie] one where it hasn’t been announced. I'm not saying 
(in it’s not possible, but I just don’t recall a 
pa; specific when it hasn't been announced. 

(tq BY MR. SHONKA: 

po] Q: Are bounce-backs sometimes sent to consumers 
[ 2 i] who purchase merchandise through the Camel Cash 
pal Catalogs? 

[23! A: Is - you mean like purchase for money? Or 
[ 2 <i arc you saying send in proofs - 
(25] Q; For redeeming Camel Cash. 
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A: When they send in proofs to get merchandise. 


('1 

[ 2 ] is a second offer for the brand sent? 
PI 
w 


Q: Yes. 

A: It’s possible. I don’t recall any, but it's 


[sj certainly possible. 

Q: Do you know whether that's been done or not? 
A: No. 

Q: Who would know? 

A: No. I mean, there's no one person I could 
iio] tell you,You'd have to ask everybody who's worked 
(til on Camel over the years. I mean - and I don’t even 
(i 2 l know if they'd remember. 

MR, WILLIAMS: Well, he’s already done that. 

[u] Okay? 

(is] THE WITNESS: Okay. So ... 

BY MR. SHONKA: 

Q: Who 's in charge of - 
MR. WILLIAMS: Bounce-backs? 

BY MR. SHONKA: 

Q: - bounce-backs? 

A: There’s no way to tell you that. 

MR. WILLIAMS: David, this is all very 
(231 interesting, but does it have anything to do with 
(24] our case? 

MR. SHONKA: It has a lot to do with it, 


l»l 
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[i] John. 

(21 BY MR. SHONKA: 

Pi Q: Can you - backing up with Camel Cash, 

(4j redemptions, can you obtain merchandise from the 
(5] Camel Cash catalogs without Camel Cash? 

Pi A: You know, I can't tell you for sure. I’d 
Pi have to look back at every Camel Cash catalog. But, 
lei in general, we haven't done that. In general, it’s 
(bi been just strictly for proofs, 
po] This very most recent catalog, we included 
jin] an option to buy the merchandise. 

[i 2 ] Q: Is Camel Cash still being - still in use? 

|[i3] A: Yes.The Camel Cash promotion is still 
(i4] running, yes. 

[is] Q: Okay, And does it still feature any of the 
(is] Joe Camel campaign elements? 

(in A: Yes. It still features - the current 
[i8| catalog is a Camel collectibles catalog, so it spans 
(i»l the Camel brand’s whole history. And, of course, 
po] Joe Camel was part of that history from 1913 to the 
( 2 ij present. So it includes items from all through 
[ 22 ) Camel's history. 

mi Q: All right. But in terms of Camel Cash, is 

pa] that still being used? Camel Cash meaning the proof 

[25] of purchase that - 
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Ot A: There's Stili a piece of paper on the back 
( 2 ] of the pack with Camel graphics on it. It’s not Joe 
(3j Came! graphics, but there are graphics on it. 

;*! Q: All right. Now, in addition to the out of 

is) home and the retail displays and various promotions, 

(6) does Reynolds also do field marketing? 

P) A: Yes. 

(8) Sf: And\what - what is involved in field 

(,oi Atwell, field marketing is one of those kind 
[i ii of generi c terms. So set that term aside. But we 
[us wigsponsor events, that son or thing. 

^pcygsoring events, By that do you mean 



vents? 
it could be a spo 
st an event. It wo 


t.What sorts of 




it. It 

,ve to relate 
covered 


ing, but 
talk - is 


nsj by! 

,20, iPifihat> r 

[a*.] Q: Well, I started to say fielj 
(£21 you raftfe&set that term aside."| 
pa; it faitfrothiiiic of these as speciallveats? Is 
12 *! that a^f^r term ffpffifield 

caff'f^bi spetiiSl! its. I would 


rketing? 


[2SI 


(il just c&jj^fcvents. Event marki 
PI Q: marketing. Okay. 

Pi Can me examples o. 

l*l 



A: |fSare|You know, like thc|£iasie>n Cup NASCAR 
is] series’ 

[6i have 



[is] hercj 


Id be an example of evcnyrnarketing.We 
ms that wc do in fliliUtrs that would be 
of marketing. 

tk about the event marketing that 
during the Joe Carf^^^^oaign. What 
e run during that time’Types of events, 
time period are wc talking about? This 
Lajt year, or - 

t best, I can give you a recollection 
|just no way 1 can list everything. 


Q: Well, I'm not asking for specific events. 


(161 

(in but types, if you can. 
liei A: Types of events? 

[ 1*1 Q; Yes. 

[ 20 ] A: Types of events would be, you know, like in 
( 2 ij adult bars.That would be a type of event.There 
(221 was Camel-sponsored racing for a while - well, was 
[23j that in -1 think it was. I think it was in '88. 

( 2*1 This is from 1988 to 1997, right? 

[25! Q: Yes. 
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(U A: Okay, 

PI So, racing events, adult bars. I'm trying 

Pi to remember. Pool events in adult bars. I mean, 

[*i that's kind of a subset, but - 

[5] Q: How about - does that include professional 

is) spomng events at all? 

(7i A: Professional sporting events. I don't know 
lei what your definition of that is. Camel sponsored a 
[9] GT series. I guess you could call that a 
no professional sporting event. 

(ii) Q: GT meaning - 

,i 2 i A: That’s a type of racing. 

(i3i MR. WILLIAMS: She’s already said the 
|i*l Winston Cup. 

,is) MR. SHONKA: I asked about the Camel brand, 
lie! BY MR. SHONKA: 

(i7) Q: 1 assume the Winston Cup is not part of the 
[is. Camel promotion, 
list A: It is. 

[ 20 | Q: It is? 

pi] A: Came! sponsored a car in the NASCAR Winston 
[ 22 i Cup Racing, 

[23j Q: Okay. Camel sponsored a car. Ail right. 

[241 A: Yes. 

(25) MR. WILLIAMS: David, this was all covered 
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PI at length with Cliff Pennell, who’s in charge of the 
[21 sports marketing now. 

Pi MR. SHONKA: I'm done with it anyway. 

1*1 MR. WILLIAMS: All right. 

(5) BY MR. SHONKA: 

[«l Q: How about - at one time you were in charge 
(7) of special markets? 

Pi A: Yes. 

is, Q: Were event marketing - again, focusing on 
[io] the Camel brand,Joe Camel campaign period, did 
li i) Camel sponsor events - the Camel brand sponsor 
(tzj events during that - in special - for special 
(is) markets? 

[i*j A: Yes, 

(is) Q: What form did those take? 
tie] A: It’s a long time ago.I’m thinking that, in 
[i7i general, they would have been special - like 
[iB] Hispanic events. And we would have been a sponsor 
[is] of that Hispanic event.And it could have been 
120 ) Camel. It could have been more than one brand. I 
( 2 ti can’t tell you it was just Camel.I just don’t 

( 22 ) recall all the specifics of it. 

[23] Q: To the extent Camel participated in those 
[i*i events, did imagery from the Joe Camel ad 
I [25] campaign - was that part of the special events? 


tn 

K) 

H* 

0» 
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til A: I imagine sometimes it was. But, you know, 
pi I can't tell you that we always used that, no. 
pi Q: And for the special events, for the - you 
(4| mentioned fairs, I believe? 

!5I A: No. 

I$l Q: You didn't? 

Pi A: 1$^. Hispanic events, 

is; Q: Hispani| events. 

PI Would^l llB^ rdid that include things like 
[io] countyTairs? 

[it] A: lii^^ now. I don't remember county 
[in fairs. &n thinking Hispanic events, meaning, like, 


(i3| fcstivylS-ings 
Ii4) Hispai)i|||^|ire. I c 
[is) fairs. ! 3 

[i8] Q: |pllliPlil&5 thi 

[in more^- ^th|| ti regi 

[is] Q: &ES£fi^jjfrt of the country 

poi A: Where Hispanics are. 

pi) Q: Ai^lprincipally, for Rcynol 

p2] where 

p4j MFy^Ly^MS: I 

PS live have'nothing t 


ings that would bi^firound the 
re. I don’t really rcmeMdjr county 


> this - the Hispaote evgats 
regional phenonfenljL^J 



[i] don’t uriidSiSland the question. '"*«»«** 
pj THE Wff N|SS: Yeah.Are you as&ig^fhe where 
pj Hispanicplfe in the United Sutt^Becsiise that’s 
W what I ^&y$ing to answer. 

p] MR. s||||KA: No. ) .......,J 

l«i THE Sorry. ^ , 

pi BYMR.ShP^Pl 

Pi Q: that when you ws$&JyiJ|ecial 

pi markets l 

[io] A: Y^^^H 

[ii] Q:-)lpP^or Camel participated in some 
ini events ^jaggyent marketing for the - for 
(ui HispaniC|^||y question is: Did those event 

[u] nurketi|«My|&&fe they more common in some pans of 
[is] the country than in others? 

[is] A: Yes.They’re more common where Hispanics 
[in live. 

(is) Q: And - so that you understand, my impression 
(i»! is Hispanics live all over the country. So the 
poi question is- 

pi] A: Well, that’s not -1 mean, certainly there 

p 2 ] are some Hispanics living all over the country, but 

[ 2 i] the Hispanic populations arc concentrated in 

[24] geographical areas in the country. 

ps] Q: In which geographical areas did Reynolds 


ispinics 
s and Camel. 


e where 
ae that’s 


t [i] focus its Hispanic events? 

! [ 2 ] A: Well, again, it was where the Hispanic 
P! population was concentrated. 

[4] Q: Can you name a state? 

[ 5 ] A: Well, there are several states. I mean, you 
[E| would talk - if you’re asking for the areas of the 
[7] country.it would be like the Southwest, West, 

[8j certainly Florida.There are pockets in the 

PI Northeast, New York and Chicago, and -1 mean, it’s 

[10] where you would find a high concentration of the 

[11] Hispanic population, and then you would find 
(i 2 l specialized Hispanic events. 

[i 3 i Q: Do other brands besides Reynolds - 
114] MR.WILLIAMS: Hold on. Other brands 
[is] besides - 

[i«] MR- SHONKA: I’m sorry. 

[171 BY MR. SHONKA: 

[i8| Q: - besides Camel offer continuity programs? 

[is] A: Gosh. I think almost every brand of 

po] cigarettes has a continuity program. 

pi] Q: Is there anything comparable in scope to the 

pzi Camel Cash program? 

[ 23 ] A: I’d say there are ones that are a lot 

[24] bigger. 

pa Q: What are those? 
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[i] A: Marlboro has like a really big one. 
pi Q: No. I was asking for Reynolds, 
pi A: Oh, you’re asking Reynolds brands. I’m 

[4] sorry. I thought you were asking about the 

[5] industry. 

(si MR. WILLIAMS: He doesn’t want to hear about 
pi Marlboro.That’s not part of the case. 

Pi THE WITNESS: So - I’m sorry.The question 
pi was for Reynolds brands - 
[io] MR. SHONKA: Yes. 

pi) THE WITNESS: - do we have other continuity 
[in programs? 

[i3] MR. SHONKA: Yes. 

[ui THE WITNESS: Yes. Doral has a continuity 
[is] program. 

, 16 , BY MR. SHONKA: 

Ii?) Q: Any other brand? 

[is] A: Yes, Winston has had one. Certainly Salem 
[< 9 ] has had them, off and on. And I think Vantage has 
po] even - yeah, I think Vantage has even - and, 
p,j actually, I think we did one on More, too. So - 
[ 22 ] it’s possible there was one on Now, too. I’m not 
ps] saying there wasn't. 

P 4 j It’s pretty standard. I mean, if you look 
( 25 > across the marketplace, again, I think like nearly 
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(!| every fuil-price brand and most of the savings 
rai brands have continuity programs. It's a standard 
PI promotion practice. 

;.i; Q: Are any of the continuity programs run by 
ts) Salem, Winston. More, Vantage, to your knowledge, or 
[6j Now, of the same size as the Camel Cash program? 

Pi A: Doral’s is probably the same size.You 
pi knopTI doiVt remember the numbers exactly, but I 
pj world sayjf s probably about the same size. 

li the others are smaller than the - 
inston - you know, not this year, 
years when Winston was probably close, 
e as big a program on Winston this year, 
in other years. And|«QU're talking 



this period 1988 ti 


Cash, when did that 
cing it was around! 
pi) positive of the date, but I'm ch. 
1221 '92. 

Q: ’Sp^K^fcyou said it contini 



isent, 


[231 

[2*1 

[2SJ 



not 

s around 



r months. 




at. If I’m right on 

Sropmately. I’m not looj 
. it was that. 

|t. Has the Doral ca. 

A: icrnjjfa long time. I don’t^now 
Q: Doyoy know when it be 


out Winston’s contMtifff"p-ograms? 

's had them off and on for years and 

it run them continuously for the 

's been continuous continuity 
(in programs, but because Winston's been doing- 
[hi Winston hasn’t had like a consistent marketing 
[ill effort every year, so the programs have been 
pci different every year. Weil, not every year. Maybe 
pi] they were the same two years in a row, but in - you 
[221 know, it’s been changed around more on Winston, 
pal Q: Let’s go back to the term "field marketing.’’ 

[ 2*1 Is there such a thing as field marketing? 

[ 2 S] A: Well, again, you know, it's one of those 


[i] 

pi 

pi 

t*i 

151 

P) 

PI 

[»! 

PJ 

(101 

[I’l 

[ 12 ] 

[13] 

[1*1 

US] 

[ 16 ] 

[171 

£18] 

[ 19 ] 

J!»] 

!2'1 

[22] 

[23] 

(2*1 

(251 
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P! 

P) 
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[SI 

I 8 ! 

!«l 

PI 

[ 10 ] 

(ill 

[12] 

[13] 

[ 1*1 

[15) 

[1«1 
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PO] 

[ 21 ] 

[221 
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terms that has been used different ways at different 
times. But the most generic definition of it would 
be it’s marketing that is done out in the field. 

Field marketing. 

Q: Has, to your knowledge, Reynolds sometimes 
used its field - Reynolds has a field marketing 
force; is that correct? 

A: A field marketing force? No. I don’t know 
what you’re talking about. 

Q: It has a sales force? 

A: Our company has a sales force, yes. 

Q: And the sales force are salesmen who go into 
retail outlets; is that it? 

A; That's right. 

0: Has Reynolds ever used the sales force for 
field marketing? 

A; Occasionally, uh-huh. 

Q: Has Reynolds used the sales force for field 
marketing in connection with the Joe Camel campaign? 

A; In connection with the Joe Camel campaign? 

You mean like working on advertising or - you mean 
on the - 

Q: During the pendency of the Joe Camel 
campaign. 

A: While the Joe Camel campaign was running, 
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did we have our sales force work in field marketing 
on Camel brand? Is that what you’re asking? 

Q; Yes. 

A: I’m trying. 

Qr Yes. 

A: I can’t recall anything specific. I mean, 
it's certainly possible. I just can't recall 
anything specific. 

Q: Do you recall any programs where Reynolds 
instructed its sales force to intercept consumers in 
retail outlets? 

A: Oh, yes. We have a competitive conversion 
program for our sales force, yes. 

Q: Competitive conversion program? 

A: Yes. 

Q: What is that? 

A: That’s where wc ask - it’s not one of their 
top priorities, but it’s one of the things we ask 
our sales force to do. And that’s, if they're in a 
store, calling on the store, and they see a 
competitive smoker buy a competitive brand, then we 
ask - if they have time, because they have other 
priorities, but if they have time, wc ask them to 
approach that competitive smoker and - you know, 
the same guidelines as we use in general, which is 
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10 Q: "No? 

Pl that. I 

p) A: Riga 

W Q: Do^j 

[S] has the eg 

l«] pamcuia|^:ra|ids at various umesF” 555 "'* 5 '' 
m A: In ipmeral, it features - theyj|iili§|| any 
1 «] of ourlm|mui|But we - we think S&sjbsj&p more 
pi conversiOTpjlotentia! with some ora Was'man others, 
tie] so they s£emJ$more time on those brands, 
in I Q: WhlPife those brands that have more 
[i 2 ) conversi^^gtential? 

[i3i A: WejLgtoral, like, right up there. Number 
[i4| one proo|yx|y)d then certainly our big brands: 

[is] Winston,*CamevSalcm. I mean, those are our larger 

[is] brands, so - it doesn't mean they can’t do the 

[in other brands, but we think we have more potential to 

[is] convert smokers to those brands. 

ti») And, you know, if we’re talking, again, all 

[ 20 ] the way '88 to the present, there would be other 

pi] brands, too. I mean - 

[ 22 ] Q: Has the competitive conversion program been 

[23] in place - well, how long has it been in place? 

[24] A: As long as I can remember.You know, the 

PS) materials have been changed over time or, you know, 


r isn't for you." You i 


lean, you can't do i 
i competitive convi 


etinve conversion i 


^featured 


ran others, 


ini a: wti 

(1 2 ) converse 

(13) A: We 

(14) one prot 
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[ 1 ) A: I just remember, I think, like working with 

[ 2 ] her. But I - you know, it's a vague recollection. 

PI I'm thinking maybe R & D, but I could be wrong on 
[ 4 ] that. 

[si Q: Do you have any recollection of when you may 
(6) have worked with her? 
m A: No. It's just, again -1 don't think it 
t«i was recently, because it’s kind of a vague 
PI recollection, but -1 can’t remember, 
no) MR. SHONKA: We've been going about an hour 
[ill and a half. Do you want to take a few minutes 
[121 break? 

!i3| MR. WILLIAMS: Sure. 

(i4) (Recess taken from 10:28 p m to 10:40 p.m.) 
os) BY MR. SHONKA: 

[i6j Q: Ms.Beasley, we touched very briefly on the 
(it) other - on whether other brands run continuity 
[isj programs, a few minutes ago. Do you remember that? 

A: Yes. 

( 20 ) Q: Do any of the other brands offer catalogs or 
pi] have - offer merchandise through catalogs? 

A: Yes, we have had catalogs on other brands. 

Q: Which ones? 

A: Well, Winston has had a catalog. Salem has 
P5) had one. I mean - 
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Q: Okay.The Joe Camel campaign has been 
ended; is that correct? 

A: Yes. 

Q: When? 

A: We stopped running it last year. 

Q: Do you remember when? 

A: Well, it was a transition period. It wasn’t 
li^e theff was one specific day. But we started - 
cond half we were transitioning out of it. 
Hi right. What is the name of Reynolds’ 
Advertising campaign? 
ilLIAMS: For Camel? 
jiONKA: For Camel., 

WITNESS: For Came? 

For and Mighty Tas 
BY Mf 

Q: Aq$> s when did it - wh<j 
t^^a|^aignsorone? 


re they both - is laiancJC^an appropriate 

terr ’ 





ou re 

KA: 

ose - is that 


f Wer^'they bo^J aunc ^|d^^i e same time? 
en was ^I^You'r^^iking For launched? 
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thinking it was abdiPnK%hly, March of 


at still running? 


ri^d Mighty Taste, when was giat launched? 

‘ ' Tasry. 

|htyTasty. 

; would be within iheijmo^th. 
fat does the Mighty illlPe|mpaign feature? 
A^^ghty Tasty Line and people, essentially- 
I m^BPtiiere’s people in it and our product. 

» .LIAMS: There's a billboard right 
is building, if you want a visual. 
h|R^(ONKA: I hadn't noticed. I'll mark 
thaUfPUPixhibit. 

BY MR. SHONKA: 

Q: Who decided - again, let me make sure our 
terminology is right. Is terminate an 
appropriate word for what’s happened with the Camel 
campaign? 

A: Ended, sure. 

MR. WILLIAMS: Retired. 

THE WITNESS: Retired. Okay. 

BY MR. SHONKA: 

Q: I always have this image when I hear 
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[ij retired, with Joe Camel: Joe Camel with a gold 
Pi watch and company service, 

PI MR. KACZYNSKI: In Boca. 

;*l MR. WILLIAMS: Sitting on the beach, 

1$) BY MR. SHONKA: 

PI Q: Who made the decision to end the Joe Camel 
C7] campaign? 

[8] A: I would say it was Andy Schindler. I mean, 

Pl I recommended it, but I would say that the - who 
i [io] actually made the decision? 

in) Q: Yes. 

[i 2 j A: Andy. 

[i3] Q: You had testified earlier that - strike 
in] that. 

[tsi Are the current campaigns pan of any effort 
[is] to reposition the Camel brand? 

[i7] A: No. 

[is] Q: Before the - when was the decision made to 
(isj end the Joe Camel campaign? 
po] A: Sometime last year, probably first half last 
pi] year. 

( 22 ] Q: How long had the replacement campaigns been 

(23] in development? 

( 2*1 A: I would say probably a couple of years, 
psj roughly. I mean, I could be off on that. 
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in Q: Had Reynolds been looking for a replacement 
Pi for the Joe Camel campaign for some time? 

Pi A: Well, we'd been working on it, as I said, 

I<! for, I think, a couple of years. 

Pi Q: Yes. But had you been looking for a 
Pi replacement campaign even before the current 
[7] campaigns were - 

Pi A: We'd been doing work on a backup campaign. 

PI Q: Since when? 

(io) A: Oh, gosh, I don’t know. Maybe for - you 
(ill know, you're always working on alternative ideas. 

[121 So I don't know exactly when, but for quite a while. 

[ij] Years. 

(1*1 Q: Is Reynolds working on an alternative to the 
[isj two current campaigns for Camel? 

[is] A: Well, we just launched Mighty Tasty this 
[i7] month, so that’s it. 

(iB) Q: There are no other alternatives in the 
[i 0 ] pipeline or under development? 
po! MR. WILLIAMS: I'm not sure how that's 
pi) relevant. How is that relevant? David, you're into 
[ 22 ] real proprietary information. 

(23| MR. SHONKA: I'm not going far with it, but 
p*l I do want an answer. 

ps] THE WITNESS: We just launched this campaign 


in 

to 

i-» 

CO 

in 

to 

co 

in 
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m this month. So we don’t have another one. other 
(21 than the one we launched this month. 

!3] BY MR. SHONKA: 

[4] Q: When did you reach the decision that the Joe 

(5) Camel campaign should be ended? 

[*] MR. WILLIAMS: Well, she said she made the 
p] recommendation. 

ts] MR|SHONl|A: Yes. So I’m asking when she 
[#! made decision to make the recommendation. 
[io) TH^WITNESS: It would have been last year. 
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you make that decision alone or in 
“ 1th other people? ^ 
n and I certainly tajki 



ighton? 


__ BY MR. SHONKA: 

Q 

consi 

A: 

Q: 

A: 

Q: Anybodf^else? 

A; that - that wou 

Obviol^^^re were broader 
But ydu’re saying who did I consi 
recommendation? 

Q: 

A: I wQj^jdsay Fran 
Q: Wai thii a decis: 
meeting or was it oyp 


rtainly at least wee 
onths. 


ut it. 



recall any of the co 
nd Fran Creighto 

s her view on ter 
e campaign? s 
d.We both agreed| 
Campaign and that it 



later on. 
to make the 


erson. 

one 

and months? 
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- on 


like we 
dc good to 


did Fran come up with the idea 
the campaign, or did it evolve out 

it evolved out of discussions, 
now really if I can say. 

Q: What were the reasons for terminating - for 


your decision? 

A: I would say that a key reason was that we 
felt like we had a better campaign to run for Camel. 

I would say also we were concerned that the constant 
misinformation in the media of Joe Camel targeting 
kids or that campaign targeting kids - which isn’t 
true and has never been true - we were concerned 
that it had the potential to negatively affect adult 
smokers of Camel. 


(M Q: Were there any other reasons? 

[ 2 ] A: I mean, those were the key reasons. 

P) Q: Why did you view the What You’re Looking For 
[4] campaign as a better campaign than Joe Camel? 

[$] A: Because we had done focus groups on it and 
[6| wc got a very positive reaction from adult smokers, 
m Q: Any other reason? 

[81 A: Well, that - that would be why, because 
pi adult smokers liked it. 

[ioi Q: Did you do quantitative studies? 

[in A: We did a quantitative study, yes. 

[i 2 j Q: And what did that study compare? 

(ioi A: The Joe Camel campaign to What You’re 
|i4) Looking For campaign. 

(isi Q: What was the result of that study? 

tie) A: Well, I mean, there was - it was a big 

jin study. There was a lot of results. I mean, we 

lie] concluded from both the focus groups and the 

(i») quantitative survey that we had a campaign that was 

[ 2 oi better. 

pi) Q: Who developed the Whac You're Looking For 
[221 campaign? 

[231 A: At Reynolds? 

!54) Q: Yes. 

[ 25 ] A: At Reynolds it would have been - the key 
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[1] person would have been Fran Creighton. 

[ 2 ] Q: And who made the decision to run the What 

[3] You're Looking For campaign? 

[ 4 ] A: Weil, that was Andy Schindler. I mean, 

[ 5 ] again, we recommended it, but Andy has the decision, 
is) Q: Sure. 

p) Yesterday wc spoke about the presentations 
[8) that you made all the way up the line, all the way 
[si up to Mr. Horrigan. And I take it, today, that the 
[io] equivalent of Mr. Horrigan is Mr. Goldstone? 

MU MR. WILLIAMS: Whoa, whoa, whoa.Whatever 

[i2l you take - 
[131 THE WITNESS: No. 

[i 4 ] MR. SHONKA: No.Well, I'm asking. I said. 

[is] Is that correct? 

[is] THE WITNESS: No. 

Ii7] MR. SHONKA: No. Okay. 

BY MR. SHONKA: 

[i»l Q: And why is that? 

[ 20 ] A: Because I believe, at the time - I'm just 
PM trying to recall, but - 
[ 22 ] Q: Sure. 

(231 A: - Mr. Goldstone is head of RJR Nabisco, and 

[24] I think his counterpan at that time was Ross 

[ 25 ] Johnson, who was head of RJR Nabisco._ 
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You know, there - we just had more levels 


I'! 

[ 2 ] then. 

13] Q: All right. 

(4j MR. WILLIAMS: David, you're also dealing 
15] with a different company after the KKR takeover, 

|6] too ~ 

MR, SHONKA: No, I appreciate that. 

R. WILIAMS: - all the way up. 

BY MR. SHONKA: 

u say that you and Fran Creighton together 
e decision to terminate the Joe Camel 



Jy^Yc^To end the Joe Came! campaign, yes. 

[you reached that de t^io n, so me time in 
ilf of last year? 

say that's approximately right. 

J QTBdpe you and Fran CiIig^tor| reached the 



ad you discussed 
dy above you at Ri 
.Over the years, y< 
izii that What You’re Looking Fo 
psi Canfc£e»gipaign, I think Fra 
pal discefsed Spfirst. But, oyer thj 
Schi^feat an' 



[Z4] 

[25] th 


sught to 



the campaign 

:? 

ic to 

gn and the Joe 
robably 
rsjcertainly. 
ggest to you 
the campaign, 
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campaign? 

3c|n’t know if he suggest<*|||g! me that I 
' Jt ending it. Over t Bgwearii we’ve had 
siefes about whether r^ejhQ^ud or not. 
cr you and Fran Creighton Cached your 
|What did you do ntpHUlP' 

, we - we talked tr ^ a ^y^ out it. 

[when did you do t|iat| ; 

A^gjg&’t know. Again, rrr|filtei|ke 
[io] prot^g^feduring the first half. I mean, you know, 
n u onc^^^dccided, we went and talked to Andy about 
I'rj it. 

Qi you have more than one meeting with 
ler? 

y, Although, you know, 1 can’t 
tie) recall specifics. I mean, I don’t know if they’d 
[Ol even call them meetings. We certainly had more than 
[i»l one discussion. 

[is) Q: What did he - do you recall what he said in 
[ 28 ] any of the discussions? 
pil A: He agreed with us. 

[ 22 ] Q: Do you recall what he said? 

pai A: Specifically his words? No. 

p4| Q: Do you recall the essence of what he said? 

psi A; He agreed with us. I mean, that was the 
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(il essence of it. 

Pi Q: Do you recall any of the conversation? 

PI A: We told him our perspective and he agreed. 

[4| Q: Can you paraphrase anything that he said? 

[SI A: I think you’re right. I agree. 

[6j That would be a paraphrase. I mean. I don’t 
p] know if he used those exact words. But ... 
pi Q: How long did you meet with him? 

PI A: Oh, gosh, I don’t know.Again, we had 
|ioj discussions. I’m sure we had more than one 
(i i] discussion. But, you know, I couldn’t even -1 
|i 2 l couldn't tell you. 

mi Q: And in all the discussions, all he said was, 

[Hi I think you’re right? 

[is) MR. WILLIAMS: No, no, no, no, no, no. No. 

[16] MR. SHONKA: No? 

[17] MR. WILLIAMS: All she can recall is that he 
[tel agreed with the - 

[is] THE WITNESS: I was paraphrasing the 

[ 20 ] essence, which you asked me for, and the essence of 

pi] it was: I agree. 

B2] BY MR. SHONKA: 

[23] Q: Did he ask any questions? 

P4] A: Oh, certainly. He would have asked 

psi questions about, you know, the What You're Looking 
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[i] For campaign, what we knew about it, why we thought 
[21 it was going to work. Of course. He would have 

[3] wanted - you know, we talked about our rationale 

[4] for it. 

is] Q: Did you show him executions of the new 
[6j campaign? 

[7j A: Of course. Yes. 

[8] Q: Did he say anything about the executions? 

Pi A: He liked them. 

[io] Q: Did he ask you anything about your 
in] rationale? 

[t 2 ] A: Well, we told him the rationale. 

M3] Q: And did he ask questions about it? 

[i4] A; We discussed it.You know, I can’t remember 
[is] specific questions back and forth. We had a u, 

[i6] discussion about It. 

]i7] Q: You made - you did make a formal 
|i»i presentation to him about the new campaign? 

(is] A: I don't know what your definition of formal 
poi presentation is. We had a discussion about it. 
pij Q: Yesterday we talked about a presentation 
[ 22 ] that you made to several management people In 
P3) connection with the Joe Camel birthday celebration. 

(24i A: Yes. 

psi Q: And you made a presentation - 
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Cu A: Yes. 

pj Q: - that included execuuons of the campaign? 
PI A: Yes. 

[ 4 ] Q: And, I assume, discussions as to the aspects 
Pi of the campaign? 


W 


(91 Mr. 


A: Yes. 

Q: Did you have a similar presentation with 



Q: Apd when did you have that - when did you 
entaiion? 

n't kriow. I mean, again, I think it was 

', when we had thei discussions and 

n did he give you IfPueciiion? 
n't remember exactly th® month. 


Q: imediate or did he 

[is] it? 

[ 20 ] A: Ydu tridw, we had several 
pii So I don't -1 mean, I can’t tell yoCwasTF 
[ 22 ] exactly-jgj§S*fc4£inute. 

MR.wff.lAWt§: Do n't gue ss. 

Q: recall irmreave \ 




s on it. 


(23] 

PS] 



ill at the sa 
Pi presentai 
pj A: No. 

(4] than tha 

(si we might 

r 

(6) might hai 
PI I me, 

(a; exactly*! 
P! three? Dil 
[to) or the se 
pi] about it? 
(i2j I mea* 

(i3i about it i 
(i4] Q: Ma 
[is] often do 




proval 



eting as you gave 

’use we had - it wa$ 
c^iave discussions at 
C showed him the i 
a discussion to g<S 
sn't-I can't tell; 

e have two discussion^Did we have 
Finally agree on thJnmineRiiscussion 
one and just have another discussion 



j-stiformal 
id then 
mg, and we 
f and do it. 




work as a team, and we talked 
eed to do It and moved on, 
would help my understanding. How 
t with Mr. Schindler? 

(i«l A: How often do I talk to him? 

[i7] Q: Yes. 

lie) A: Well, if we're both in the office, every 
(is) day. If I'm not in the office, I don’t talk to him 
P 0 that day; but if we're in the office, every day. 
pi) Q; All right. And I take it your relationship 
R 2 ) with Mr, Schindler is such that you don’t schedule 
pi] meetings much in advance with him? 

[24} A: Sometimes we do, but often they’re not 
pi) scheduled. 


in Q; All right.The meetings that you’re talking 
P! about, are they the type - were they scheduled or 
[ 3 ] were they just in the course of the day? 

(4| A: They could have been either Just don't 
[s] remember. 

(6) Q: Did Mr. Schindler give you his reasons for 
(7i agreeing with the decision - with your 
(9| recommendation to terminate the campaign? 
iBj A: He agreed with our rationale. He agreed 
[mi with that. 

[ii| Q: Did he give you any ocher reasons? 

[1 2 ] A: Just one minute, I just realised my cup of 

[13] water here must have a leak. 

[14] MR. SHONKA; Let's go off the record a 
(is) second. 

[is] (Discussion off the record.) 

Ii7] BY MR. SHONKA: 

|(i6] QiDidhe- 

(i9| MR. SHONKA: 'What was the last question? 

( 20 ] MR. WILLIAMS; Did he tell you his rationale 

( 2 1] for agreeing? 

( 22 ] (Previous question read by reporter.) 

[23! THE WITNESS: He agreed with our rationale. 

P4| I don't think he gave any reasons beyond that. 

PS] BY MR. SHONKA: 
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(i] Q: Did he - strike that. 

PI Did you ever discuss the termination of the 
Pl Joe Camel campaign with Mr. Goldstone? 
pi A: We showed him the new campaign. But I think 
(si that was after the decision had already been made. 

(gj I don't really remember having any discussion with 
P) him on it, no.We did have an opportunity to show 
(si him the new campaign; but, no, I don’t recall any 
Pi conversation between he and I. 

[io] 1 mean, certainly something was said like: 

[i i] As you know, we’re not running the Joe Camel 
[i 2 ] campaign anymore. Here’s the new campaign, 

(i 3 l O; You did not get his approval for the new 
(i4] campaign fust? 

(is] A: I did not, no. 

[i£| Q: Do you know if Mr. Schindler did? 

[i 7 j A: No. My perception Is that Mr. Schindler 
(uj made the decision and informed him of it. But you 
[is] would have to ask him that. 

( 20 ] Q: All right. Regarding - Reynolds is about 
PU to launch a new - or has launched a new campaign 
( 22 ] for Salem? 

pal A: We have a different campaign In test market 
[24] for Salem, 

PS] Q: Has that been presented to Mr. Goldstone?_ 
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(ij A: Sure. I showed it to him, yes. 

Pi Q: And has he approved it? 

pi A: He didn't -1 mean, Andy approves what we 

Pi do. He doesn't. 

Pi MR. WILLIAMS: Andy approves what we do. 

(«! "He" being Goldstone. 
n THE WITNESS: I'm sorry. "He" being 
m GSldstri^e. 

PI LMv perception is - i mean, you need to ask 
(io] Arrcrp*Tnat. But my perception is Andy approves what 
[Mj s fedo.W e - and then - I don't know what goes on 
Mai bgjrow’ml Andy and Steve, but my perception is Andy 
[i3l makes the decisions. 


BY MR 

fair to assume tha^ 

^^SlIAMS: No, it's n| 
'if|^tii[iTNESS: Again, I dq 
IsfiaTfive to talk to Andy | 
MR, WILLIAMS: That's a 1$ 


5H0NKA: 
P§o|dstone has 



P 2 j Da\ 


/11NESS: My perceptiofi is^Vndy makes 
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PI had'^| 

i«l can^ai 



BY 

Mr. Schindler indicate “t^you that he 
■discussed the tern^monof the Camel 
i with Mr. Goldston jjg? ’ 
ink he told me he told hirriabout it. 


| this during one oq 

|It was probably juS 
Snversations. I mean 


-|about it. 

fetings you’ve 

mow, in one 
ik mostly every 


ou recall the time period for that? 


t is the status of the Joe Camel image 


[is] ApgjjigSagf know what you mean by "the status." 
[iei We ended it. 

ti7] Q: You have in the market today a Camel Cash 
net catalog? 

[isi A: Yes, our collectibles catalog 1 described to 
poj you, yes. 

pt| Q: A few minutes ago. 

[ 22 ! A: Uh-huh. 

(231 Q: And the Camel’s collectible catalog includes 

p*l Joe Camel related merchandise? 

ps] A: Yes, it does.That's one piece of it, 
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hi because it covers Camel's whole history, 
pi Q: Are there other Joe Camel paraphernalia - 
Pi is that a correct term? 

(«! A: No. 

(si Q: Okay. 

PI Is - maybe you can help me out here.The 
m Joe Camel image is incorporated into some of the Joe 
(si Camel merchandise that is presently in the Camel 
pi Cash catalog: is that correct? 

[io] A: Yes. 

![ii] Q: All right. I'm looking for the broadest 
(121 term to describe the use of the Joe Camel image. 

[i3j What’s the appropriate term for Reynolds on that? 

[u] A: I'm not sure what you’re asking. Do we - 
tisj the Joe Camel image? 

(iei Q: Yes. Is it fair to talk about the Joe Camel 
[i7] image? Do you understand what that is? 

[ta] A: I think so. I mean, in general. 

[is: Q: All right. Is the Joe Camel image in use by 

[ 2 oi Reynolds anyplace today, other than in the Camel 
[ 2 i] Cash catalog? 

p 2 ] A: The only thing that we have produced with 
[23; the Joe Camel image since we made the decision is 
[24] the - this catalog, this Camel Cash collectibles 
PS] catalog. 
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Hi Q: Does Joe Camel - does the Joe Camel image 
[ 2 ] continue to be displayed in any retail outlets, to 
Pl your knowledge? 

[4| A: We asked our sales force to transition to 
is) the new campaign. It - of course, it's always 
[6j possible, because those signs belong to retailers 
[7] and there could be some retailer that, you know, our 
[«1 sales force doesn't call on anymore or - you know. 
pj Obviously it's their property, so ... 

[to] But we asked our sales force to replace 
[ii] signs we had in stores with the new campaign. 

[i 2 j Q: How about in other places, duty-free shops? 

[13] A: I don’t know about duty-free shops. I think 

[14] that's part of our international business. I don't 
[is] think that's part of our business. 

tie] Q: It's not part of the domestic? y, 

[i7] A: I don't think so, £2 

[HI Q: Is the Joe Camel image in use in the ® 

[i9| international tobacco? 

to 

pal A: I don't know. cj 

pi] Q: Okay. g 

[ 22 ] MR. SHONKA: Just a moment. 

[23] (Discussion off the record.) 

P4| MR. SHONKA: All right. John, I think I’m 

psi ready to go into the direct marketing part. And you 
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(ij want the transcript marked in some fashion or just 
PI identified as - on the record that we’re now going 
pi into the direct marketing? 

W MR. WILLIAMS: Yeah. Why don't you 
[ 5 | separately bind up a deposition transcript of 
f«l Ms. Beasley, and the topic of the new - the new 
[ 7 i deposition is - what is it, David, direct 
l«l marketpg- \ 

1 ») MR. Direct marketing issues. 

ioj MR. \^ji.OXMS: Direct marketing issues, 
ii] pursuai|yjjfcj|£|jjbX 6 ) of the - FTC equivalent of the 
izj 30 (bX 6 |^pftnFFederal Rules of Civil Procedures, 
is; And iassPoiMfection. with that, inorder to 


[ii] pursuai^^^^bXo) of the - FTC < 
[izj 30 (bX 6 j|ofui<pFederaI Rules of Ci 
[is] And j&fOBjlection. with that, in 
Ii*) assist MfhtpKka in conducting thi 
(is] providc|Pift : iesterday a stateraerj 

[is] markctihSLpo&eje s ■ 

(it) And- let me^jiggest, David, that 


jsiiion, I 
JR database 


(it) Anc 

[i8] as Direc ^jarkg ting Exhibit NumbpSiSI; 

1,91 MR. fflm :DM-l. ^ 

po] MR. iltfiils: DMT? So it wor^tjb ^"j 
pi| confused with any Beasley exhibiifP®^^! 
pa] MR. That's acceptabIc kaosaty 

pa] It wou&fprolsftbly be helpful just t§ take a 
p4 1 few minut^ilSght now jH^Hiffle paper, 

psj It woui a^aamBb other i|E9$^Ten o 


MR.WIL^P^IS: How about five? 
MR. SHOTlKu|: Five? Fine, If I'm a 


when youjgome back, I'll continue to play: I don’t 
....... il . . , 


think it’U t 
(Discug 
(Signa^ 
CDepoj 


ftore than that, tho 
off the record.) 
rserved) 

concluded at 11:1 
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